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[bookmark: _Toc193400946]1. Introduction 
In the present century, business leaders in a competitive business landscape mostly face competition in the context of managing the marketing process as a choice of timing to launch products or technologies to successfully enter a new target marketplace. There are two options: be a pioneer or a follower. The notions of "pioneer" as well as "follower" businesses are critical to understanding the competitive environment in the company's market, particularly over the product life cycle. This essay is going to discuss the initial advantages underpinned by these types of organisations and offer scope to keep the business landscape more competitive and resourceful. The rapid development of technology as well as innovation influence the entire product life cycle on a frequent basis which impacts not only operational strategy but also marketing strategies at an extended range. The thesis statement of the essay is to discuss the advantages and product life cycle process used by Pioneer and Follower Company to maintain business growth and achieve marketing objectives in the proper way.    
[bookmark: _Toc193400947]2. Discussing the core advantages of being a Pioneer and Follower Company with examples  
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 Figure 1: Advantages of being Pioneer Company 
(Source: influenced by Kamp et al. 2023)
Several studies have found that pioneers enjoy long-term market share benefits and are more likely to be the dominant players in the markets they serve. A pioneer, or "first-mover," edge refers to the phenomena in which brands gain a competitive edge by being the first to market. Pioneer brands can benefit from early market success by establishing brand loyalty, creating lower switching expenses for customers, developing bigger product lines to forestall rivalry, and achieving economies of scale. The pioneer edge can also stem from customers' cognitive processes, as the order of entrance affects their preferences for, recollection of, and acquisition of knowledge about an offering and its attribute makeup. As per the opinion of Kamp et al. (2023) brands operating in pioneer edge, as known as pioneer companies hold significant advantages in terms of scope for establishing strong brand loyalty. Moreover, it holds the potential to influence target customers' perception towards product experience making the first, innovative moves in the marketplace. It underlines the extended scope for establishing psychological connections between the extended product portfolio and brand practices. For instance, Coca-Cola became one of the pioneer companies holding the potential brand image in the fast-paced soft drinks and beverage marketplace. According to reports, it has been observed the invention powers The Coca-Cola Company's aims to provide delicious drinks in responsible ways that benefit businesses, neighbourhoods, and the environment (Coca-colacompany, 2024). The constant pursuit of creativity places consumers at the centre of Coca-Cola's initiatives, which span its entire business, from the company's ever-changing portfolio of drinks and advertising transformation to operational processes, applications, and collaborations that propel its ecological progress.  
 On the other hand, pioneer companies underline significant advantages in terms of setting industry standards which impact the sustainable development of businesses in the long run by incorporating technological advancements into practices. As per the proclamation presented by Hepp (2024) companies operating in the pioneer range hold the opportunity to set industry standards that facilitate companies to establish technological dominance in the existing competitive business landscape. On the other hand, it holds potential barriers to market competitors to enter the marketplace. As per the opinion of Gómez et al. (2022) the core advantages of running a business with a pioneer identity offer the potential to generate a high profit margin which directly contributes towards managing future investment capital for growing business.  Reportedly it offers scope to businesses to face fewer threats from increased price competition in the marketplace and offer impressive customer experiences. For instance, Amazon transformed the e-commerce industry by introducing Amazon Prime, a subscription service loyalty scheme that provides fast and free shipping. Prime matches the demands of online buyers, including simplicity of use, attractive pricing, and quick delivery. After all, free shipping within a single business day has frequently been Amazon's competitive advantage, and no other player can currently match it (Nielseniq, 2023). In major cities, customers may even order something before noon and have it delivered the same day. In this manner, the company Amazon has been able to generate high-profit margins by managing business growth and meeting customers' expectations. 
Apart from these, reviewing gathered literature information, it has come to an observation that Pioneer Companies hold significant power to create barriers in the way of new market entrants that limit specific market competitions. As per the opinion of de Sousa et al. (2023) Pioneer Companies have the potential for establishing intellectual properties, easy accessibility to key resources and scope for efficiently building integrated supply chain and distribution networks across the profitable marketplace. It creates extended and non-negated barriers for new market entrants who can compete as potential competitors. For instance, Polaroid Company which operates its main business segment in instant photography collection held previously the potential to maintain competitive advantages for a considerable period. In this manner, Pioneer Companies hold advantages to becoming more successful in the existing competitive business landscape. 
[bookmark: _Toc193400949]2.2 Discussing advantages of being a Follower Company with successful companies example 
[image: ]
Figure 2: Advantages of being Follower Company 
(Source: Influenced by Jaradat et al. 2025)
Likewise, pioneer companies, and follower companies in the current business marketplace hold significant advantages that help in managing business activities in a better way. As highlighted by Jaradat et al. (2025) a follower company refers to a corporation that monitors the market as well as follows the lead of a dominating player rather than attempting to innovate or develop new items. Some successful market follows include Samsung, Walmart, Burger King, and Wendy's, among others. The potential advantage follower company’s underline is the way it reduces risks and development costs. Learning from pioneer organisations, followers can easily understand what steps across marketing and operational practices should be included or excluded as required.  In this manner, companies can minimise their cost practices across operations (Barth et al. 2022). It underlines the advantages of implementing strategies in a better way by leveraging the required marketing infrastructure and research process. For instance, gathered data information about Sandoz Company reflects. Over the last five years, the company's new launches have generated a total of 1.4 billion dollars in sales. As a separate company, that figure could exceed USD 3.0 billion during the following five years, ensuring patients' continued access to additional cheap drugs (Sandoz, 2023). The introduction of drug affordability reflects the company's current streamlined approach to R&D and management.  
Apart from these, followers companies hold the advantage of having the ability to learn from Pioneer’s mistake which offers extended scope or reviewing existing strategies into practices at the workplace. As per the opinion of Jin and Zhu (2025) Follower Company, considering the product-price-place fundamental of the pioneer company, mainly focus on improving existing brand designs as well as features to manage. Reportedly, it offers scope for managing business activities by renovating its services practices as well as operational features.  For instance, after Apple's iPhone introduced the smartphone idea, the Android operating system from Tensions in Silicon Valley's particular relationship first surfaced in late 2007, when Google unveiled ambitions to build Android for mobile phones. Apple had introduced the iPhone at the beginning of that year, which meant it was evident that the two businesses would compete in the smartphone market. Nonetheless, both were niche competitors, with more powerful competitors in businesses such as Nokia, Samsung Electronics, and Research In Movement (Economictimes, 2020). Only after software companies began building hundreds & thousands of mobile applications and this became evident that phones would become nature's computers did the disagreements escalation. In this manner, follower companies hold potential advantages for improving business growth. 
On the other hand, it has come into the observation that companies being followers in the current competitive business landscape hold advantages to maintaining flexibility and adaptability in the long-term to manage sustainable business growth. As per the opinion of Arazzi et al. (2023), Follower Company can be more flexible as well as adaptable to cope with changes required for ensuring sustainable business growth. Moreover, it underlines the possibility of having a strong and understandable ability to respond quickly to rapidly changing market conditions. It becomes beneficial for companies to make possible changes to marketing and operational strategies that address consumers' preferences. For instance, Zara became one of the fast fashion brands that operates its business as a follower company and holds the potential; to strategically cope with changing fashion trends along with producing and distributing business activities.   Insightful data gathering about Zara Company highlights Zara's success has been partly attributed to the company's capacity to keep up with constantly shifting fashion trends and incorporate them into its collections with minimal delay (Martinroll, 2021). Zara identified a large market gap that fewer apparel manufacturers had successfully filled from the start. This was done to keep up with the current fashion trends while also offering clothing lines that were both high quality and reasonably priced. In this manner, follower companies in the current scenario, competitive business landscape manage businesses and ensure their long-term business process.   
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Basically in order to ensure strong operational practices of both product and service-based companies, following an essential product life cycle aligned with strategic choices is paramount. It offers significant scope for achieving business growth and ensures the long-term success of the brand.  Different pioneer companies implement different strategies at different levels of the product life cycle to strengthen their process management and upcoming operational growth. As per the opinion of Marabelli et al. (2021) the life cycle of a product is a period of time between when a product is initially offered to consumers and when it is no longer available on the market. A product's life cycle is typically divided into four stages such as introduction, growth followed by maturity, and the last stage entitled decline. It has come into an observation that pioneer companies at the Introduction stage mostly prefer to educate the audience of the target marketplace about new product’s benefits along with creating awareness of existence. As per the opinion of Gong et al. (2022) pioneer companies initially work on improving consumers' brand awareness which plays a vital role in building primary demand for products as well as services. It helps brands to understand and gain customers' perspectives towards introducing product ideas initially in the market. For example, as one of the Pioneer businesses, Tesla invested substantially in teaching consumers about the benefits of electric vehicles while also addressing issues related to range as well as charging infrastructure. Customers were previously unaware of many aspects influencing EV behaviour, since various battery-related concerns, such as restricted range, battery cost, including a shortage of charging stations, discouraged customers from enabling BEVs to enter the mainstream. 
On the other hand, at the second stage of the Product Life Cycle named the Growth Stage, pioneer companies like to strengthen their further expansion by improving brand visibility and loyalty as well. Most of the companies belong to a competitive industrial landscape, especially technology background, giving more in-depth focus on distribution channels as it helps in efficiently reaching out to a wider audience. As highlighted by Wambsganss et al. (2023) brands in this stage maintain and implement strategic marketing decisions into practices to build up strong brand loyalty. In this case, giving more strategic focus on product development and service improvements allows brands to improve their loyalty. In a competitive business landscape, brands in this way go to follow the next step to create strong brand preferences. For instance, through its online shop along with additional retail channels, Amazon quickly increased the Kindle's distribution. When the Kindle device first came out, it completely changed reading with its small size and excellent quality virtual paper display. The product, which had been in development for almost three years, was designed to solve a problem that our consumers were experiencing at the time: reading electronically wasn't a pleasant or comfortable experience. 
Apart from these, at the maturity stage, pioneer organisations prefer to set key parameters that differentiate brands from their existing market competitors. At this stage companies give more focus on initial to advanced level product development as well as product feature enhancements and long-term brand extensions. As per the opinion of Karpenko et al. (2021) brands as pioneer companies remain associated with focusing on creating extended value for brand preferences. Besides, at this stage companies remain aware of incorporating technological advancement into practices to manage business activities in a better way. For instance, with new phone models, Apple consistently introduces cutting-edge features, better cameras, and smarter software.
Additionally, they added services as well as accessories to the iPhone ecosystem. Lastly, at the decline stage of the product Life Cycle, companies which operate as Pioneer Company keep a strategic focus on essentially revitalising the existing product range by efficiently finding new advanced applications as well as targeting niche markets. As highlighted by Bustinza et al. (2021) implementing effective strategies for product marketization, at the fourth stage of the Product life cycle products are structured under review process whether it is feasible or not considering the existing market statistics. It offers scope to make changes as required to introduce products in the marketplace. For instance, considering the feasibility term, The Nintendo Switch 2 can play a mix of digital and physical Nintendo Switch games, as well as games that are only available on the Switch 2 (Nintendo, 2024). It's possible that some Nintendo Switch games won't work or be completely compatible with the Switch 2. Later on, information on product updates and market introductions will be posted on the Nintendo website.
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Likewise, pioneer companies, follower companies in the current scenario also implement few strategic choices to maintain the growth and future business process.  As per the opinion of Xie et al. (2021) the first stage of the product life cycle model entitled the introduction stage allows companies to observe and make moves following pioneer companies. It allows them to make a few changes to implement strategies into practices for further product development.  At this stage, most companies prefer to incorporate fast and complete adoption of strategic choices into practices to manage product development. In the case of technology influence companies such as smartphone manufacturer organisations, it has come into an observation that following the initial popularity of the iPhone, companies such as Huawei, Samsung, as well as Xiaomi, quickly created smartphones based on Android with a range of features and price ranges to cater to various market niches. On the other hand, at the growth stage, companies like Hyundai improve their market presence and increase growth by offering easily accessible and reliable vehicles using competitive product pricing. It became beneficial for the company to stay competitive in the long term and ensure sustainable business growth. As per the opinion of Kamp et al. (2023) maturity stage of the product life cycle in the case of follower companies mainly underlines strategic considerations for market segmentation and cost leadership. At this stage, getting influenced by pioneer companies, follower companies give more focus on cost leadership which helps in maintaining profitability as well as a competitive business scale.  
[bookmark: _Toc193400953]4.  Conclusion  
Therefore, it can be said that the structure between pioneer as well as follower enterprises is essential to the evolution of the market and the lifecycle of a product. Pioneers create new markets, foster confidence in their brands, and set standards for the sector thanks to their first-mover advantage. On the other hand, followers concentrate on efficiency and uniqueness, take advantage of existing demands, and learn from pioneers' failures. Particularly during the growth as well as maturity phases, their capacity to adjust, enhance, and frequently provide affordable substitutes enables them to seize a substantial portion of the market.
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